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Abstract 
 
Examining the influence of online SNS advertising on advertising 
avoidance and attitude toward the sports brand: How collectivism and 
individualism affect perceptions of online SNS advertising and how such 
advertising eases advertising avoidance 
 
Sujin Kim, M.A. 
The University of Texas at Austin, 2014 
 
Supervisor:  Lucinda Jane Atkinson 
 
The ubiquity of online advertisements has become a serious nuisance for many 
Internet users. When online, consumers are often goal- and interactivity-oriented. 
Previous studies have suggested that customers think online ads are more intrusive and 
negative than ads in other media. This exploratory study is designed to provide insight 
into why people avoid SNS advertising and how the sports industry utilizes such 
advertising. Through in-depth interviews and an online survey, this research examines the 
factors that affect advertising avoidance levels. Based on collectivism-individualism 
theory, this study analyzes the impact of these factors in the U.S. and compares it with 
that found in South Korea. The study examines three latent variables of online ad 
avoidance and attitude toward brand—value, self-concept clarity, and impulsive buying 
tendency. This research found that these constructs are able to explain why people avoid 
 vii 
advertising on social networking sites (SNS) and what the differences are between 
colleges students in the U.S. and their South Korean counterparts. 
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Chapter 1. Introduction 
 
The main purpose of this study is to examine how individualism and collectivism 
can affect ad avoidance on social media sites and attitudes toward the brand. While 
online, people are often goal-oriented and they often believe that online ads are more 
intrusive than ads found in other media (Li et al., 2002). Moreover, consumers tend to 
have negative attitudes toward ads. These negative attitudes are able to affect brand 
perceptions (MacKenzie & Lutz, 1998). As for consumer interaction, various forms of 
social media advertising provide opportunities for consumers to interact with a brand, 
even help create the brand’s meaning and distribute it to other online consumers. 
Advertising on social media has grown continually and become a successful marketing 
tool. A challenge to online engagement, however, is manifested in consumers’ tendency 
to avoid online advertising. 
Terms used to describe the reactions of consumers to ads vary. Indeed, a number 
of studies on advertising avoidance have been undertaken (Abernethy, 1999; Bellman, 
Schweda, & Varan, 2010; Rich, Owens, & Ellenbogen, 1978). Also, previous studies 
have focused on attitudes toward brand advertising (Homor, 2006; Homer & Yoon, 1992; 
Mehta, 2000; Speck & Elliot, 1997). One factor cited as a major obstacle of 
advertisements is their intrusiveness, interrupting consumer as they pursue their goals 
(Vespe, 1997). These negative attitudes can then affect brand perceptions and attitudes 
(MacKenzie & Lutz, 1989) and lead to ad avoidance (Abernethy, 1991; Clancey, 1994; 
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Krugman & Johnson, 1991). According to Li, Edwards, and Lee (2002), ad irritation 
directly influences both the cognitive and behavioral aspects of ad avoidance. Their 
findings are in line with Speck and Elliott’s (1997) study, which found that ad irritation is 
highly associated with ad avoidance. These studies detail the tendencies most strongly 
associated with ad avoidance.  
Such research has sufficiently examined advertising avoidance across traditional 
(e.g., Speck & Elliott, 1997) and online media (e.g., Cho & Cheon, 2004; Edwards, Li, & 
Lee, 2002; Grant, 2005), providing insights that may suggest strategic ways to curb 
advertising avoidance. Nonetheless, limited investigation has been given to the 
underlying factors that drive advertising avoidance in social media advertisements. In 
fact, no researchers have yet examined the relationship between social media ad 
avoidance and cultural differences (e.g., collectivism and individualism). 
Thus, this study examines how people avoid advertising on online social 
networking sites (SNS). Its main purpose, though, is to examine people from two 
divergent cultural backgrounds—South Korean and American. A foundation of this 
research is the notion of individualism-collectivism (Hofstede, 1980, 1994). Researchers 
have used this notion extensively to explain cultural differences for a wide variety of 
phenomena, including value (Hofstede, 1994), self-concept clarity (Campbell et al., 
1996), and impulsive buying tendencies (Weun, Jones, & Berry, 1997). In addition to 
these constructs, this study focuses on advertising avoidance and attitude toward brand 
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for social media content as they relate to cultural consumer behavior. More specifically, 
this work addresses the interplay between the user and the brands being marketed. 
The phenomenon of consumers’ individualism and collectivism has been the 
subject of numerous studies. People in different cultures have strikingly different 
attitudes toward self and others (Markus & Kitayama, 1996). Hofstede (1980) 
documented that in individualistic societies, the stress is put on personal achievements 
and individual rights. In collectivist societies, individuals act predominately as members 
of a lifelong and cohesive group. Accordingly, in a social media environment, we assume 
here that users’ behaviors and attitudes toward social media advertising may vary 
according to their cultural backgrounds. 
Consequently, an examination of how members of these two cultures use social 
networking sites and avoid advertising may provide a guideline for analyzing 
advertising’s permutations in a social media environment. 
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Chapter 2. Literature review 
 
Collectivism and individualism 
For some time now the constructs of individualism and collectivism have been a 
major focus of research in various contexts (Dumont, 1986; Hofstede, 1980; Hui, 1984; 
Hui 1988; Murdock & Provost, 1973; Traiandis et al., 1985, 1986). For instance, various 
researchers have tied the concept of individualism and collectivism to the notion of value 
(Hofstede, 1980), cognitive differentiation (Witkin & Berry, 1975), cultural pattern (Hsu, 
1983), and self (Markus & Kitayama, 1991, Triandis, 1989). The individualism and 
collectivism constructs are closely linked to certain social behaviors in different cultures. 
To understand social phenomena across cultures, we can help ourselves by recognizing 
the distinction between collectivism and individualism. 
Collectivist societies differ on which element of collectivism they highlight. 
Triandis and colleagues (1995) characterized the individualism and collectivism 
constructs as having four attributes: the defining of self, personal goals, level of 
importance of attitudes as social behaviors, and degree of an emphasis on a relationship. 
From a cultural psychological perspective, the dimension of individualism and 
collectivism at the cultural level are related to how the relationship between individuals is 
constructed and whether individuals or in-groups are seen as the core unit (Oyserman & 
Lee, 2008; Oyserman, Coon, & Kemmelmeier, 2002). According to Hofstede (1984), 
individualism and collectivism are distinguished by four differences: (1) in individualistic 
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societies, individuals often make decisions based on their own thinking, while in 
collectivistic cultures, individuals make decisions based on their in-group opinions; (2) in 
individualistic cultures, “I” is the center of people, whereas “we” is the center of people 
in collectivistic cultures; (3) in individualistic cultures, the primary unit is the “nuclear 
family,” where as in collectivistic cultures, it is the “extended family;” and (4) 
individualistic cultures develop the economy better than collectivistic ones.  
Collectivistic cultures emphasize responsibility, warm relationships, and harmony 
with others (Hofstede, 1980). They stress their own in-group membership such as family, 
colleagues, and friends. Relationships tend to be stable. Triandis (1990, 1995) also argued 
that an essential attribute of collectivistic cultures is that individuals may be induced to 
subordinate their personal goals to the goals of some collective in-groups. 
Individualistic societies (e.g., U.S., U.K, Germany) promote the wellbeing of 
individuals (Oyerman & Lee, 2008) and emphasize values such as accomplishment, 
achievement, recognition, and so forth (McCarty & Hattwick, 1992). In individualistic 
cultures, people often drop in-groups that are inconveniently demanding and form new 
groups; they have lower uncertainty avoidance levels than collectivistic societies.  
Cultural individualism and collectivism have been examined at the national level 
of cultures (Chen, Brokner &Katz 1998; Suzuki 1997; Tan Wei, Clapper & McLean 
1997). Previous research suggests that Asian cultures (e.g., Korea, Japan) are 
collectivistic (Triandis, 1990) and Western cultures (e.g., the U.S., Britain) are generally 
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individualistic (Hofstede, 1984).  Traiandis (1987) classified Korea in particular as a 
collectivistic society. According to Hofstede (2001), South Korea ranked 43rd in 
individualism in contrast to America’s top ranking of the 52 countries (Cho, 
Mallinckrodt, & Yune, 2010). In South Korea, due to its relative ethnic homogeneity, a 
distinct and unique collectivism has evolved (Kashima et al., 1995; Rhee, Uleman, & 
Lee, 1996). In interpersonal relationships, the country stresses strong emotional bonds 
and a sense of “us.”  
Conflict between Collectivism and Individualism in South Korea 
According to Sun and Wang (2010), cultural values have changed slowly over 
time. In societies with long traditions, collectivistic elements may persist, even as the 
societies have grown very complex. As the complexity increases, however, such elements 
are sliding toward individualism. Some segments of society have recently felt strong 
pressures to adopt more individualistic cultural values (Park & Kim, 2006). Also, modern 
technology has enabled people to consume more and see more similar information than 
before.  
Compared to Western societies, East Asian cultures are more closely related to 
collectivism than individualism. However, with South Korea’s rapidly growing economy, 
its culture has taken on some individualistic trappings. Still, South Korea is one of the 
fastest growing countries in the world. More importantly, the importance of extended 
family or clan has fallen off. Especially for young adults in South Korea, “there is a 
heightened tension between newly emerging values of individual autonomy, and the 
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traditional values of collectivistic group obligations, hierarchy, and devotion to one’s 
elders which remain very strong in the culture” (Cho, Mallinchrodt, & Yune, 2010). In 
economic, social, and political regards, Korean society has become increasingly 
westernized.  
Such a shift holds interesting implications for advertisers and followers of 
consumer behavior. This thesis takes up this understudied connection between cultures, 
as it relates to advertising in novel online settings. The following section outlines how 
cultural values might be seen to play a role in audience reception of persuasive 
communication messages. It starts with a discussion of advertising avoidance, with a 
focus on its occurrence in online media. It then highlights the ways in which cultural 
values might influence ad avoidance and the various audience predispositions that might 
play a part in this relationship. 
Ad Avoidance 
Previous research has studied a variety of ad avoidance behaviors in a range of 
traditional and new media (Cho & Cheon, 2004; Johnson & Kaye, 1998; Kiousis, 2001; 
Moore & Rodgers 2005; Obermiller, Spangerberg, & MacLachlan, 2005; Speck & 
Elliott, 1997). Contemporary studies have recognized basic strategies of ad avoidance 
such as eliminating, ignoring, or quickly ﬂipping past commercial messages (Speck & 
Elliott, 1997). Elliott and Speck (1997) defined ad avoidance as “all actions by media 
users that differentially reduce their exposure to ad content.” Previous studies categorized 
viewer’s attitudes toward ad avoidance in three ways: cognitive strategy, behavioral 
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strategy, and mechanical strategy (Elliott & Speck, 2004). The cognitive component of ad 
avoidance refers to consumers’ beliefs about an object (Ajzen, 1991). For example, 
people intentionally ignore advertising. Behavioral avoidance is defined as consumers’ 
avoidance actions other than lack of attendance (e.g., scrolling down web pages to avoid 
ads, clicking away from ad pages containing banners, and so on). Last, mechanical 
avoidance is defined as avoiding ads with mechanical devices. When TV commercials 
come on, people can change television channels with a remote control. Also, people 
delete pop-up ads on the Internet or use a digital video recorder (DVR) so as to skip a 
program’s advertisements. 
Increased ad avoidance reduces an ad’s value. That is, ad avoidance tendency 
endangers advertising where brands and advertisers seek to reach and create relationships 
with target customers. Therefore, defining the reasons why people avoid advertising is a 
hot topic for advertisers and marketers. 
Ad Avoidance in Traditional Media 
There are many different approaches to studying advertising avoidance in the 
traditional media of television, radio, and print. 
Television. First, since advertising avoidance occurs more frequently with television than 
with other media such as radio, newspapers, and magazines, a large portion of previous 
research on ad avoidance has focused on television (Heeter & Cohen, 1988; Speck & 
Elliot, 1997). For instance, Wilbur (2008) detailed numerous methods for viewers to 
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avoid television advertisements: changing the channel, diverting attention to other things, 
leaving the room and getting a beverage, muting or turning off the TV, fast-forwarding 
through recorded programs, or making use of ad-avoidance technologies such as TiVo. If 
the numbers of ads are too great, viewers can simply switch the TV off completely or 
reduce their TV consumption. Viewers avoid the TV ads in three ways: cognitive 
strategy, behavioral strategy, and mechanical strategy (Elliott & Speck, 2004). That is, 
people are able to intentionally ignore (a cognitive strategy), leave the room (a behavioral 
strategy), or switch channels (a mechanical strategy) during TV commercials and even 
during a program (Clancey, 1994; Moriarty & Everett, 1994; Heeter et al., 1988; Kaplan, 
1985; Moriarty & Everett, 1994; Walker, Bellamy, & Traudt, 1993; Wenner & Dennehy, 
1993; Zufryden, Pedrick, & Sankaratingam, 1993). 
The impact of attitudes towards advertising on TV ad avoidance has also been 
examined broadly (Siddarth & Chattopadhyay, 1998; Cronin & Menelly, 1992). Speck 
and Elliot (1997) stated that preposterous commercials increase consumers’ avoidance 
and irritation towards the ad. Also, according to Siddarth and Chattopadhyay (1998), the 
ad avoidance level could be significantly decreased if commercials had differentiating 
messages since these induce a positive attitude toward the advertisement and reinforce 
message recall and comprehension (Stewart & Furse, 1986). Relatively few researchers 
claimed that the contents of TV commercials do not have an effect on either ad avoidance 
or ad irritation (Cronin & Menelly, 1992).  
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Stühmeier and Wenzel (2011) showed that increased ad avoidance led to less paid 
advertising that could be viewed on television. Also, increased ad avoidance contributed 
to a decrease in the profits and diversity of free-to-air television; with pay-tv, neither 
profits nor diversity are affected.  
Print. As far as ad avoidance for magazines and newspapers, little academic research has 
been conducted. Early studies on ad avoidance with print media were mainly conducted 
not by academia but by industry researchers. One industry survey indicated that people 
pay more attention to magazine advertisements than to television commercials (Magazine 
Publishers of America, 1991). According to Speck and Elliot (1997), however, among the 
four major traditional medias (television, radio, magazines and newspapers), advertising 
avoidance in magazines ranks second highest after television. Magazine Publishers of 
America (1995) found in a study that exposure varies by the position of the ad. They used 
Starch scores, which can show the percent of readers who viewed an ad, and the 
percentage of readers who associated the ad with the advertiser, and the percentage of 
readers who read half or more of the copy. The scores are higher for ads in the first third 
of a magazine, lower for those in the last third, and highest for those across from the table 
of contents. For print ads, no data have been published on length of exposure or response 
to promotional inserts. 
Radio. Heeter and Cohen (1988) identified a pattern of advertising avoidance with radio. 
The researchers found that people switched radio stations more often during commercials 
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than during a program, and more often in a car than at home. However, radio 
commercials in both venues are less likely to be avoided than television commercials.  
In sum, academic research on advertising avoidance is limited to traditional 
media, especially radio and print media. However, since TV has the highest level of ad 
avoidance, the primary focus has been on television ad avoidance, a response to the 
industry’s concerns about cable TV, remote controls, and 15-second spots. Second, 
information on advertising avoidance in print media appears to be largely descriptive.  
The Effect of Online Advertisements 
As the Internet has become an influential marketing tool, the amount of 
advertising executed through it has grown continually (McCoy et al., 2007). Online 
advertising generates tens of billions of dollars that sponsor most of the online content 
and services. Currently, online advertising is a very successful form of advertising as it 
allows for ads to be targeted to individual users’ interests. This is especially true when 
advertisements are served on users’ mobile devices, as ads can be targeted to users’ 
locations and the corresponding context. According to an AP report, Internet ad revenue 
in the U.S. surpassed that of TV for the first time, due to the sharp growth in mobile and 
digital video advertisements. According to a survey conducted by the Interactive 
Advertising Bureau (IAB) in 2014, while TV ad revenue was $40.1 billion in 2013, 
Internet ad revenue was $42.8 billion in 2013. Also, mobile ad revenue doubled to $7.1 
billion in 2013 from $3.4 billion in 2012. PwC U.S. reports that social networking sites 
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such as Facebook, Google and Twitter boasted a sharp increase in mobile ads. Therefore, 
digital media experts expect that advertising expenditure on digital media will increase. 
Revenue Model 
There are three primary online advertising revenue models: Advertisers pay the ad 
network on a per impression, per click, or per action basis (Vratonjic, Manshaei & 
Hubaux, 2011). First, the pay-per-impression (PPI) model is widely used for brand ads to 
increase awareness or recognition. For instance, displaying banners is a common method. 
Advertisers pay fees to the ad network for the exposure of their ads. Second, in the pay-
per-click (PPC) model, advertisers pay each time a user clicks on an ad that leads to the 
advertised website. Instant feedback and measuring the effectiveness of an ad campaign 
are the major benefits of PPC model. The third model is the click-through rate (CTR) 
model. Generally, the success of an advertising campaign can be evaluated by CTR, 
which is “obtained by dividing the number of users who clicked on an ad on a Web page 
by the number of times the ad was delivered (impressions)” (Vratonjic, Manshaei & 
Hubaux, 2011). Lastly, the pay-per-action (PPA) model is widely used for advertisers 
who expect immediate actions after clicking an ad. Usually, advertisers pay only if users 
click on an ad and a predefined action on the advertiser’s website follows. For instance, 
when users click on an ad and purchase a product online or register for a newsletter.  
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Online Ad Avoidance 
Unfortunately, not all of these advertising revenue models have achieved 
satisfactory results. Draze and Hussherr (2003) mentioned that the level of attention paid 
to online ads is less than other media. Also, according to Wang and Day (2007), online 
user’s attention towards such ads was gradually reduced due to other web content 
distracting people from seeing ads. That being the case, recent research studies have 
placed a sharper focus on examining the reasons for Internet ad avoidance. Compared 
with traditional media, the Internet is believed to be a more task-oriented and 
interactivity-oriented medium (Chen & Wells, 1999; Eighmey 1997; Korgaonkar & 
Wolin, 1999; Li, Edward, & Lee, 2002, Yoo, 2008). Online ads are likely to be avoided, 
if consumers are generally skeptical of them, hold negative previous experience, or 
contest their relevance (Kelly, Kerr, & Drennan, 2010). Further, if Internet users perceive 
an interruption in their primary interaction objective or feel that ads clutter their 
workspace, marketing messages are more likely to be ignored or blocked (Cho & Cheon, 
2004). According to Cho and Cheon (2004), consumers tend to avoid advertising on the 
Internet when they encounter perceived goal impediment, perceived ad clutter, and prior 
negative experiences. According to Dreze and Hurrherr (2003), while consumer’s 
responses to online advertising is expected to be similar to traditional advertising, 
actually attracting their attention on the Internet is much more difficult to achieve. This is 
because in the Internet environment, people may not pay attention to online advertising 
due to a limited attention span (Dreze & Hussherr, 2003). That is, online ads take up only 
a small portion of the computer screen; thus, the user’s attention is likely to be scattered 
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on other parts of the page. Thus, it is challenging for advertisers to grab the attention of 
consumers.  
Advertising on Social Media (SNS) 
Social media refers to interaction among people in which they create, share, and 
exchange information and ideas in virtual communities and networks (Ahlqvist, Bäck, 
Halonen & Heinonen, 2008). 
Enders and his colleagues (2008) defined social media advertising as 
advertisements displayed on social networking sites intended to generate additional 
revenue. Aside from email ads, SNS ads can use almost every online format. The major 
forms are banner, search ads, sponsorships, and web pages (Enders et al., 2008; Canzer, 
2006). 
Based on the possibilities to expand actual relationships with known people, since 
their emergence in 2004, online social media has been growing dramatically and 
changing the purpose and functionality of the Internet (Vogt & Knapman, 2008). 
According to a recent eMarketer report (2013), in 2013 nearly one in four people 
worldwide will use social network sites. From 2012 to 2013, the number of social 
network users around the world will rise 18% from 1.47 billion to 1.73 billion. This 
report also forecasts that by 2017, the global social network audience will total 2.55 
billion.  
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Recent efforts of large brand companies have been focused on the phenomena of 
social networking sites (SNSs). Online brand communities on SNS carry out important 
functions on behalf of the brand itself by sharing information about products and 
services, maintaining the history and culture of the brand, and providing assistance with 
product/service usage (Muniz 2001; Antikainen 2007). Also, online brand communities 
on SNS are utilized as a source of customer information to develop new products (Bickart 
& Schindler 2001; Füller & Mühlbacher 2004; Pitta & Fowler 2005a; Pitta and Fowler 
2005b). Furthermore, online brand communities have an effect on brand equity by 
perceived quality, brand loyalty, brand awareness and brand associations (Muniz & 
O’Guinn, 2001). 
Especially, Facebook provides a rich website for marketers and researchers who 
are interested in social media because of its heavy usage patterns and technological 
capacities that link online and offline connections. Facebook represents an understudied 
offline to online trend in that it originally primarily served a geographical community, as 
opposed to Twitter or Instagram (Lampe, Ellison, & Steinfield, 2006; 2007). Specifically, 
Twitter struggles with user engagement. Most people do not have the benefits and 
advantage of writing for a high-profile multimedia outlet that allows them to get their 
names out there on a daily basis. On the other hand, Facebook, having by far the most 
users, is the predominant advertising platform. Facebook announced that it now has 1.11 
billion people using the site each month, slightly more than the 1.06 billion reported three 
months earlier. This represents a 23% growth from a year earlier (Facebook Inc., 2013). 
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In addition to the membership numbers, Facebook reported that last year it logged 1.13 
trillion “likes,” 219 billion photos uploaded, and had 604 million mobile users (CNET, 
2012). Due to their unprecedented growth in such a short period of time, SNSs have 
become a promising platform for advertising. The potential to reach consumers directly 
has meant that marketers are keen to advertise in this new medium (Boyd & Ellison, 
2007). 
Social media advertising differs from traditional media in many aspects such as 
quality, reach, frequency, usability, immediacy, and permanence (Nigel & Graham, 
2012). There are many effects from Internet usage that advertisers are interested in. The 
main purpose of using SNSs is to (1) interact with others and (2) be entertained (Shin, 
2009; Kim, Kim, & Nam, 2010). According to Bettman, Luce, and Payne (1998), people 
are usually considering what could be helpful for them to accomplish their goals and 
objectives. Online users examine content that matches their motivation for using the 
Internet. Therefore, they tend to pay attention to postings of actual friends rather than 
unknown others. Also, they are more likely to ignore objects that might disrupt their 
motivation—anything resembling advertisements. 
SNS Ad Avoidance 
Advertising avoidance in the SNS environment has been studied little. Kelly et al. 
(2008) discovered that teenagers were likely to avoid advertisements in such an 
environment by ignoring or deleting the ads. The researchers concluded that teenagers 
find the SNS environment in general is neither credible nor relevant. However, their 
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study focused solely on teenagers’ ad avoidance; to understand consumers’ attention and 
behaviors underlying social media ads, more research is needed on the avoiding of SNS 
ads. Advertisers and marketers are interested in these issues involving how to attract 
consumers’ attention and to generate positive attitudes toward either advertising or 
brands. This research then focuses on key factors that might pull attention away from 
SNS ads and dim consumer attitude toward the ad and brand.  
The overriding interest of this thesis is the influence of cultural values. The next 
section outlines why cultural values might play a role in online advertising avoidance and 
what other consumer predispositions might moderate this relationship. 
Decision-making Process of Collectivism and individualism 
Customers in individualistic cultures focus on the task itself, while people in 
collectivistic cultures look to the opinion of their family and friends. Ohbush, Fukushima, 
and Tedeschi (1991) surmised that individualistic American students prefer assertive 
tactics, while collectivistic Japanese students favor avoidance tactics. Advertisements that 
highlight relationships, to oversimplify, ought to be more powerful and effective with 
collectivistic consumers than individualistic consumers. Collectivistic consumers should 
be less likely to avoid advertising if it concerns relationships. This paper scrutinizes the 
factors—value, self-concept clarity, and impulsive buying tendency—that may influence 
online ad avoidance tendencies. 
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Value/individualism and collectivism. How should the term “value” be defined? We 
could say that “it is an enduring prescriptive or proscriptive belief that a specific end state 
of existence or specific mode of conduct is preferred to an opposite end state or mode of 
conduct for living one’s life” (Kahle 1983, 1986 ; Rokeach 1968, 1973). Based on the 
theoretical underpinning of individualism and collectivism, this research measures five 
dimensions: (1) well-respected, (2) sense of belonging, (3) excitement, (4) warm 
relationship with others, and (5) sense of accomplishment.  
In collectivistic societies, people care deeply about harmony and relationships. 
Here, tightly bound to values are two of these five dimensions: a sense of belonging and 
warm relationship with others. The other three dimensions are more likely to represent 
individualistic societies where more important than relationship is the self. Based on such 
cultural differences, individualists are distracted by other’s opinions while collectivists 
value other people’s suggestions. In social media advertising, collectivists are less likely 
to avoid the SNS ads when they are endorsed by their in-group relationship.  
The extent to which a consumer is individualistic or collectivistic could be 
influenced by other predispositions, say their self-concept clarity and impulsive buying 
tendencies.  
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Self-Concept Clarity The term ‘self-concept’ refers to a concept that functions as an 
organized knowledge structure, or schema, that “contains traits, values, episodic and 
semantic memories about the self and controls the processing of self-relevant 
information” (Campbell et al., 1996). Self-concept clarity (SCC; Campbell, 1990; 
Campbell & Lavallee, 1993) is defined as “the extent to which self-beliefs are clearly and 
confidently defined, internally consistent, and stable.” 
There are two main characteristics of self-concept clarity. First, clarity may 
overlap with more traditional constructs. One of these constructs is ‘identity’ including 
achievement, status, integration, and so on (Adler, 1959; Allport, 1961; Baumeister, 
1986; Erikson, 1959; Marcia, 1980). Rosenberg’s (1965) notion of self-concept stability 
focuses on the temporal stability of self-beliefs, whereas the constructs of role variability 
(Block, 1961a; 1961b) and self-consistency (Gergen & Morse, 1967) address the internal 
consistency of self-beliefs. Second, clarity is a characteristic of people’s beliefs about 
themselves. It has nothing to say concerning the accuracy of those beliefs; thus, it does 
not imply self-knowledge in one’s behavioral potentials (Campbell et al, 1996; Wicklund 
& Eckert, 1992). People might hold highly articulated self-beliefs that appear wholly 
inaccurate, based on behaviors (Cambell et al, 1996). 
Low SCC has been independently related to high neuroticism, low self-esteem, 
low conscientiousness, low agreeableness, chronic self-analysis, low internal state 
awareness, and a ruminative form of self-focused attention. According to Campbell 
(1996), the SCC Scale forecasts unique variances in two external criteria including the 
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stability and consistency of self-descriptions. For instance, the self-concepts of people 
with low self-esteem are less likely to be agreeable and self-focused. Also, they are 
characterized by relatively high levels of instability and inconsistency of self-descriptions 
by Campbell (;1990, Campbell & Fehr, 1990; Campbell, Chew, & Scratchley, 1991; 
Baumgardner, 1990). The self-concepts of people with high self-esteem tend to enable 
them to be open and responsive to others’ opinions. Therefore, under distraction 
conditions, people having high SCC scores are less likely to avoid the situation itself 
(Csank & Conway, 2004). In terms of advertising avoidance, we hypothesize that people 
who have high SCC are less likely to avoid advertising. 
Impulsive buying tendency Many psychologists and researchers have been 
studying significantly about not only the general characteristics of impulsiveness but also 
impulse buying tendency and impulsive buyers (Dickman & Meyer, 1988; Ahadi, & 
Patton, 1987; Donovan, Rossiter, Marcoolyn, & Nesdale, 1994; Eysenck et al. 1985; 
Hilgard, 1987; Rook, 1987; Rook & Gardner, 1993: Weinberg & Gottwald, 1982 Puri, 
1996; Rook & Fisher, 1995; Weun, Jones, & Beatty, 1998). Especially, Weun, Jones, and 
Beatty (1997) defined impulsive buying tendency as “the degree to which an individual is 
likely to make unintended, immediate, and unreflective purchases.” Also, according to 
Rook and Fisher (1995), impulsive buying is a consumer’s tendency to purchase 
spontaneously, immediately, and kinetically. That is, highly impulsive buyers’ shopping 
lists are more “open” and receptive to unexpected purchases and their thoughts are 
relatively indiscreet, dominated by emotional attraction to their desired products and the 
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promise of immediate satisfaction (Hoch & Loewenstein, 1991; Thompson, Locander, & 
Pollio, 1990). Therefore, they behave agreeably and immediately when they buy 
something. In extreme cases, impulsive purchasing behavior may be almost entirely 
stimulus driven; thus, impulsive buyers are likely to buy more often spontaneously and 
more intensely than other consumers. However, even highly impulsive buyers do not give 
into every impulsive buying demand, numerous factors may effect consumers to undergo 
immediate deliberation and consequently disturb their impulsive behaviors (Bettman, 
1979). In detail, factors such as consumers’ economic status, time pressure, and social 
visibility can be triggers to evaluate impulsive consumption easily (Hoch & Loewenstein, 
1991; Rook & Fisher 1995).  
Thus far, only one study reveals a relationship between cultural orientation and 
impulsive buying tendencies. According to Kacen and Lee (2002), there is an 
interrelation between individualism-collectivism, buying impulsiveness, and impulse-
buying behavior. They reasoned that consumers from individualistic societies might 
exhibit more impulsive buying than those from collectivistic societies, not because the 
latter group felt fewer impulses, but because they suppress those impulses more. 
Consistent with this hypothesis, they found that for individualistic societies measures of 
the traits of impulse buying were more predictive of actual impulse-buying behavior. 
Their study proposes that acting on people’s buying impulsiveness arises from cultural 
orientation. Based on this, we hypothesize that individualistic consumers are more likely 
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to buy impulsively. Thus, the research posits that they are likely to avoid social media 
advertisements. 
Size of Sports Industry 
One of the largest industries in the world is the sports industry. The sports 
business industry is large and diverse. The size of the sports industry is two times larger 
than the size of the U.S. auto industry and seven times the size of the movie industry, the 
Sports Business Journal reported. Annually, companies spend $31.5 billion for sports 
advertising in the U.S., as of 2013 (PRE). Also, the sports industry has continued to 
thrive. Plunkett Research indicated that the estimated size of the entire sports industry in 
2013 was estimated to be $470 billion. PricewaterhouseCoopers LLP (PwC; 2013) 
predicts that global sports revenues will grow to $145 billion over the period 2010-2015, 
at a compound annual growth rate (CAGR) of 3.8%. A PwC Report (2013) reported that 
the North American sports industry revenue increased at a CAGR of 3.6% to $63.3 
billion in 2013 from $55 billion in 2009. Also, it will increase at a CAGR of 4.8% to 
$67.7 billion by 2017. The Asia Pacific sports market jumped 14.7% in 2008, thanks to 
the the Beijing Olympics. The Olympic effect meant it then fell by 4.6% in 2009, even as 
there was underlying growth of 2.6%. However, both overall and underlying annual 
growth remained positive from 2009 through 2013. Asia Pacific increased at a CAGR of 
3.9% to $20.2 billion in 2013 from $17.6 billion in 2009. Therefore, it is meaningful to 
research the sports industry, which has seen continual increases in revenue.  
 23 
Sports Industry and Media 
Meanwhile, the media has been evolving quickly to deliver sports and sports-
related information. Sports coverage is one of the most widely viewed categories online 
(Plunkett Research, 2013). At the same time, a digital video recorder known as Tivo, 
which provides an on-screen guide of scheduled television programs, enables fans to 
schedule to watch sports events according to their own plan. Also, sports fans receive 
sports news and events via mobile devices. The rapid emergence of new media has had a 
major impact on sports marketing and advertisements. 
According to Forbes (2013), sports industry growth accelerated, boosted by media 
growth. Media rights are projected to increase the most at a compounded annual rate of 
7.7% to $17 billion by 2017. PwC (2013) cites upcoming rights deals for major properties 
and the media industry’s ability to make money from new platforms such as smartphone 
applications and online ads for future growth. Moreover, merchandising is another key 
driver to increase global sports industry growth. Global spending on sports 
merchandising will rise to an estimated $22 billion in 2013 from $18.7 billion in 2009, a 
4.1 % CAGR. 
Sports Brand and SNS 
Therefore, it is crucial for sports marketing professionals and researchers to 
develop new methods and study the efficiency of media to reach their desired target 
audience. Nowadays, as sports search for new ways to keep growing their revenues and 
continue to increase rapidly, most major sports brands utilize brand communities on 
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social networking sites (SNSs) to effectively reach their target audiences and build brand 
equity. 
Sports are an inherently social activity, thus they are a best fit to social media 
marketing. Forbes (2012) reported the top 10 most valuable sports brands based on net 
earnings and listed how the brands operate their official SNS including Facebook, 
Twitter, Pinterest and Google+. (See table 1.) 
Table 1: Top 10 Sports Brands (2012) 
Rank Brand Name Net Earnings 
10 MSG: Media channel  ($500,000,000) 
9 Yes network  ($600,000,000) 
8 EA sports  ($625,000,000) 
7 Under Armour  ($1,000,000,000) 
6 Reebok  ($1,500,000,000) 
5 Gatorade  ($2,500,000,000) 
4 Sky Sports  ($3,000,000,000) 
3 Adidas  ($5,000,000,000) 
2 ESPN  ($11,500,000,000) 
1 Nike  ($15,000,000,000) 
 
For instance, since the first real move into the social media sphere in 2004, Nike 
has the most active engagement with social media, especially through Facebook. Nike 
has separate Facebook pages for each of its product categories including Nike golf, Nike 
snowboarding, Nike+, Fuel Band, as well as two football pages (American and world 
version). In 2013, Nike had 15,882,415 fans on Facebook and 53,374 people talk about 
the brand. Of the fans, 3,071,843 (19.3%) live in the U.S. Many industry studies have 
been undertaken concerning Nike’s leadership of social media buzz, and how it uses 
social media. Interestingly, the activity- and product-related content appears to attract 
more interactions (measure in “likes”) than posts featuring players. 
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In spite of the active social media uses of sports brands, no scholastic research has 
been undertaken. This study will particularly look at how one athletic sports brand uses a 
social networking site and the SNS’ ad impact on consumers’ attitude toward the ad itself 
and brand preference. 
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Chapter 3. Research Methodology 
 
Since this study is largely exploratory, representing one of the first examinations 
of cultural influences on ad avoidance in social media sites like Facebook, a mixed 
methods approach was taken. First, a series of in-depth interviews were carried out with 
American and South Korean informants to gain insight into how young consumers 
perceive advertising in SNS. The results of these interviews informed the nature of the 
second part of the study. Relying on a survey with an embedded experiment, this second 
stage was conducted, again, with informants drawn from the United States and South 
Korea. 
Study 1 
The literature review demonstrates the substantial research into the characteristics 
of collectivism-individualism and consumer attitudes toward social media advertising. It 
also highlights advertising avoidance. However, past research is silent on how these 
factors combine with one another. To fill this void, an exploratory study was conducted 
to gauge how cultural values intersect with advertising avoidance. Given that very little 
empirical work has focused on this relationship, this first study relied on an exploratory 
research design and was framed around two primary research questions. We propose, 
based on the literature review, that collectivism and individualism play important roles in 
consumers’ online behaviors and attitudes toward social media advertisements. 
Moreover, we expect that those cultural constructs will build better brand perception 
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toward the social media ads. Therefore, in line with previous research on social 
identification, this study seeks to answer the following two research questions: 
RQ1: How can collectivism and individualism ease advertising avoidance 
levels in the sports industry? 
RQ2: What factors affect the sports industry’s building of positive brand 
images?  
Method 
To explore these research questions, this study carried out a mixed-methods study 
that relied on qualitative and quantitative techniques. This largely exploratory study 
represents one of the first examinations of cultural influences on ad avoidance on online 
sites like Facebook. Hence, a series of in-depth interviews were carried out with 
American and South Korean informants to gain insight into how young consumers 
perceive advertising on SNSs. The results of these interviews informed the nature of the 
second part of the study. Relying on a survey with an embedded experiment, this second 
stage was conducted, again, with informants drawn from the United States and South 
Korea. 
Sample 
Qualitative research included in-depth interviews with eight college-level students 
in South Korea (n1 = 4) and in the U.S. (n2 = 4). Semi-structured interviews were 
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conducted with open-ended questions. Total time to participate in this study was between 
30 minutes to 1 hour. For this proposed project, the initial in-depth interview (IDIs) 
samples (N = 8) were collected using the researcher’s networks. Snowball sampling was 
used to generate additional participants via referral of the initial participants. Interviews 
were conducted in both Korean and English as appropriate.  
The interview consisted of three parts: (1) background information questions, (2) 
a broad request to, “tell me about your social media usage/recent shopping experiences,” 
and (3) follow-up questions and examples that will be used to understand the reasons and 
ways in which features impact their social media experience/consumption behavior/ 
attitude toward ad. (See appendix for interview protocols). 
Ultimately, the in-depth interviews uncovered evidence of interrelations between 
ad avoidance and three variables including impulsive buying tendency, values, and self-
concept, as well as attitude toward SNS ads. 
Findings 
Attitude toward Advertising on Social Network sites 
First, respondents were asking what they think about advertising on Facebook. 
Basically, both Korean and American students are not agreeable toward such advertising. 
However, Korean students differed widely from American students in their attitudes 
toward advertising on social network sites. The American respondents answered that they 
were more likely to feel irritated with ads on social network sites. The U.S. respondents, 
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consistently, answered, “I don’t like it.”, “I hate that.” Also, they more often employed 
“hiding” and “blocking” functions to avoid advertising. For instance, one respondent 
answered that “I don’t want to see every single thing in somebody’s post, but instead of 
just deleting that person, I just hide their feed.” (Male, American, 22) 
In contrast, Korean students found most advertisements to be irrelevant to them 
with some not even noticing the ads on social media by answering, “I don’t notice the ads 
on Facebook, frankly.” (Male, Korean, 21), “I don’t see the Facebook advertisement.” 
(Female, Korean, 23), “What is the Facebook ad exactly?” (Female, Korean, 20) 
Relationship and Social Media Ad Avoidance 
Then, respondents were asked whether they avoid Facebook ads endorsed by their 
Facebook friends. One important implication of this analysis is that Korean and 
American participants differed in their attitudes toward Facebook advertising, according 
to the degree of intimacy and type of activity. American participants very often skipped 
or ignored ads on social network sites if they were endorsed by unknown others. 
However, they were less likely to be irritated when their very close friends endorsed the 
ads. For example, participants responded, “It depends on who the friend is, though.” 
(Male, American, 22), “If it is one of my close friends and they happen to like something, 
just the same way as it would be in real life, if one of my good friends says, “Hey, you’ve 
got to go see this!” I would be more likely to see the movie than if some person I had met 
randomly said it.” (Male, American, 21). 
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On the other hand, Korean students indicated they did not feel annoyed when 
“many” friends shared or liked a specific advertisement on social network sites. For 
example, one female participant replied that, “I am willing to click the ad when many of 
my Facebook friends have clicked on the “like” button for the ad.” (Female, Korean, 23). 
Also, one other student commented that, “Sometimes, I click the ad on Facebook when 
my Facebook friends “liked” it and more than a hundred people “liked” it as well.” 
(Male, Korean, 21). 
In conclusion, Korean students tended to value how many friends promoted an ad; 
American students focused on whether close friends promoted it. That is, the discussion 
thus far implies that people in collectivistic cultures value harmony with large groups, 
while people in individualistic societies emphasize relatively small and sturdy groups 
(Hofstede, 1980). Based on this finding, this study designs an embedded experiment 
using three different types of Facebook advertisements, which are endorsed by actual 
Facebook friends—liking, commenting, sharing. Specifically, we evaluate whether the 
degree of intimacy and type of activity are key drivers to make people stick with 
Facebook ads. 
Excitement and Social Media Interaction 
The following analyses focus on participants’ perceptions about Facebook ads 
based on their unique cultural backgrounds. On social network sites, U.S. participants 
were likely to share interesting and funny contents together with their friends. 
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Respondents commented that, “Yes, I share. Generally, what I do is funny pictures.” 
(Male, American, 22) and “I like cool stuff a lot. I’ll read a thing and like it and not even 
comment on it, but I like it a lot, just because I saw this, that’s pretty cool” (Female, 
American, 20).  
However, most Korean students answered than they try not to share too much 
content or click on the “like” button a lot because they believe and worry about creating a 
situation that makes their friends irritated. Most of female participants responded that 
they feel some negative emotion toward their friends who upload too many postings, 
more than 10 in a day. 
Well, Yes. When I click on “like” button, my Facebook friends can see what I 
‘liked.’ So, I really hate to click on “like” button because I don’t want my 
Facebook friends see my every activities on Facebook. And I just worry that my 
Facebook friends feel irritating or annoying because of my postings. (Female, 
Korean, 20). 
 
Interestingly, one male student obviously answered that he likes to post some funny 
videos and comics because he really wants his Facebook friends to laugh. He answered 
that, “I like to post funny stuff if it is really funny and cool.” (Male, Korean, 26) 
As we reviewed earlier, the value of excitement is skewed toward individualism 
(Hofstede, 1996) and highly avoiding advertisements. Yet, participants’ responses were 
not consistent due to the small sample size; thus, in the next section, we need to deeply 
investigate the relationship between the value of excitement and people’s cultural 
differences.  
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Impulsive Buying Tendency 
Between the Korean and American participants, no specific differences were 
found in buying tendencies. Female students were more likely to engage in online 
shopping while male students expressed distaste for it due to negative experiences.  
I don’t trust online shopping. (Male, American, 21) 
I am not an online shopper. What I bought online was totally different from what I 
saw online. (Male, Korean, 21) 
 
Also, Korean students indicated that they were less likely to buy impulsively because 
they were price sensitive and they liked to shop with their friends. 
I always go shopping with my best friends and my older sister. They give me very 
strict advice whenever I try to buy wrong stuff. (Female, Korean, 23) 
Before I go clothes shopping, I read through fashion magazines and search for 
fashion bloggers’ latest postings. (Female, Korean, 20) 
I bought a T-shirt yesterday because my friends said, “This is cool.” That’s it. 
(Male, Korean, 26) 
 
In sum, qualitative research provides several valuable findings. First, U.S. 
participants are more likely to feel irritated and avoid ads on social media sites than 
Korean participants. Second, Korean students value harmony and the quantity of friends 
play an important role in attitude towards the ads on social networking sites. On the other 
hand, U.S. participants who skip and avoid ads often are less likely to avoid the ads 
endorsed by their close friends. That is, the degree of intimacy is important to the U.S. 
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participants. Third, U.S. participants value excitement while doing social media 
activities. They like to share funny content. Korean participants, except male students, 
were less likely to share content because they worry about making their friends uneasy. 
Last, in terms of impulsive buying tendency, there is no specific difference between 
Korean and U.S. participants. Based on the findings above, the following quantitative 
research investigates ad avoidance and attitude towards the ad more deeply. 
Study 2 
The insights gleaned from the first study provided valuable insight into how 
consumers of different cultural backgrounds navigate online social sites and how they 
interact with online advertising. Based on the insights revealed from these in-depth 
interviews, a second study was designed to explore quantitatively these relationships. 
This study involved an online survey in which an experimental component was 
embedded. The survey portion sought to clarify the influence of culture, self-concept 
clarity, and impulse buying on ad avoidance and brand liking. The experimental portion 
sought to test which kinds of SNS advertising formats were most positively received by 
young consumers.  
Hypotheses and Research Question 
Based on the findings from the in-depth interviews and previous literature 
reviews, we found several relevancies between collectivism-individualism and attitude 
toward social media advertising and related brands. The following hypotheses were 
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posited about ad avoidance and attitude toward the brand in online social media 
networking sites: 
A: Internet Ad Avoidance (IAA) 
H1: Individuals reporting higher levels of impulse purchase tendencies will be more 
likely to avoid ads on social network sites. 
H2a: People who value being well-respected are more likely to avoid social media 
advertising. 
H2b: People who value accomplishment are more likely to avoid social media 
advertising. 
H2c:  People who value excitement are more likely to avoid social media advertising. 
H2d: People who value a sense of belonging are less likely to avoid social media 
advertising. 
H2e: People who value a warm relationship with others are less likely to avoid social 
media advertising. 
H3: People who hold a highly articulated self-concept will be less likely to avoid social 
media advertising than those who have a less articulated self-concept about 
themselves. 
B: Attitude toward the Brand (ATB) 
H4: Individuals reporting higher levels of impulse purchase tendencies will show more 
favorable brand attitude as a result of ads on SNSs than individuals with lower 
levels of impulse purchase tendencies. 
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H5a: People who value being well-respected are less likely to create an affirmative brand 
image via social media ads.  
H5b: People who value accomplishment are less likely to create an affirmative brand      
image via social media ads. 
H5c: People who value excitement are less likely to create an affirmative brand image via 
social media ads. 
H5d: People who value sense of belonging are more likely to create an affirmative brand 
image via social media ads. 
H5e: People who value a warm relationship with others are more likely to create an  
affirmative brand image via social media ads. 
H6 : People who hold a highly articulated self-concept will report a more favorable brand 
attitude as a result of ads in SNS than individuals with less articulated self-concepts. 
The second, experimental portion allowed us to examine the following research question: 
RQ3: How do the three types of Facebook advertisements—sharing, commenting, 
liking—influence ad avoidance and attitude toward the ad?  
Survey Context 
The results of the first study also helped clarify the context in which the survey 
and experiment should be positioned. During the in-depth interviews, informants were 
asked to list the one brand that came to mind when thinking of a global sports brand; the 
most mentioned brand was Nike. As Table 1 above showed, Nike is ranked number one 
in the world as the most valuable sports brand. Nike has an industry-leading 38% share of 
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the branded footwear market (Nike, Inc. annual report, 2013). Since both Korean and 
American consumers have high brand awareness and Nike also shows high involvement 
in social media activities, Nike was chosen to represent the global sports brand in this 
study. Second, eight respondents from the U.S. and South Korea each declared that they 
spontaneously browsed Facebook the most on a daily basis. Current research indicates 
that Facebook is the most influential advertising platform among the numerous available 
SNSs; indeed, Facebook accounts for about 70% of all SNS ads (eMarketer, 2012). 
Third, respondents were asked to describe their Facebook activities in terms of sharing, 
liking, and commenting. Also, to help us develop hypotheses, they were asked to relate 
their buying tendencies, values, and self-perceptions. 
Sample    
To compare a collectivist society and an individualistic society, we compared 
samples from undergraduate students in South Korea and the U.S. Data for this study 
were collected from September to November of 2013. In total, 412 undergraduate 
students participated in this study and 317 were qualified. Korean samples consisted of 
104 female and male undergraduates who had been in the U.S. for less than 2 years. Of 
these, 91.2% indicated that they were born and raised in South Korea.  The U.S. samples 
consisted of 213 male and female students who had been living in the U.S. for more than 
10 years. The U.S. participants were recruited from the advertising participation pool 
(http://adresearch.advertising.utexas.edu/Participant_Pool/) from the Department of 
Advertising and Public Relations at the University of Texas at Austin. Participants 
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received extra credit for participating in the self-administered survey. Participating in the 
study were 317 U.S. undergraduate students from UT Austin. Among them, 254 people 
completed the surveys and 213 people were qualified. Because the cultural background of 
the U.S. students was quite heterogeneous, the samples were reduced to include those 
participants who met all the criteria of an “American” sample: (1) subjects’ ages ranged 
from 18 to 26 (2) subjects must have lived in the U.S. for more than 10 years (3) subjects’ 
declared ethnicity had to be African American, Caucasian, Hispanic, or Asian American 
(4) subject’s native language is English. 
We selected college student samples because they are one of the largest Internet 
user segments and have acted as opinion leaders regarding Internet content. They have, in 
other words, been a lucrative consumer group for online marketers (Davis, 1999). Also, 
studying college students enables the researcher to better assume their behavioral patterns 
and apply it in the future.  
Online-survey. In the quantitative phase, this study used an online survey to 
collect the data because (1) the topic (social media advertising avoidance) was highly 
relevant to the medium (Internet), (2) the participants could take the survey from 
anywhere they liked as long as they had a computer or tablet and Internet access, and (3) 
it enabled quick and accurate gathering of survey information with minimal cost 
compared to the traditional paper method (Cho & Cheon, 2004; Kelley-Milburn & 
Milburn, 1995; Rosen & Petty, 1995).   
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Respondents were asked to complete a 53-item survey. The questionnaire took 
participants approximately 15 minutes to complete. Respondents were first asked to rate 
their Facebook usage time using a single-item measure. They were to fill out three 
measurement scales including impulsive buying tendency (Weun, Jones, & Beatty, 1997), 
self-concept clarity (Campbell et al., 1996), and value (MILOV). Later, after being 
exposed to one virtual Facebook ad, participants had to complete an Internet ad 
avoidance scale (Cho & Cheon, 2004) and attitude toward the brand (Leclerc, Schmitt, & 
Dude, 1994). The specific items can be found in Appendix 2. All scales in this study were 
translated professionally into Korean and then back translated into English by bilingual 
native speakers. 
Embedded Experiment. Also, this survey included an embedded experiment: a 
Facebook page with an ad that is endorsed by friends. The specific advertising mockups 
are presented below. Prior to the development of experimental stimuli and while 
conducting in-depth interviews, a preliminary test was completed to select a sample 
global brand in sports and an SNS as well as make a mockup of Facebook pages. As a 
global sports brand, Nike is one of the leading sports athletic brands in both Korea and 
the United States. 
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Figure 1: Example of Facebook page with an Ad ‘Liked’ by Facebook Friend (English version).   
Figure 2: Example of Facebook page with an Ad ‘Liked’ by Facebook Friend (Korean version). 
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Figure 3: Example of Facebook page with an Ad ‘Commented’ by Facebook Friend (English 
version). 
 
Figure 4: Example of Facebook page with an Ad ‘Commented’ by Facebook Friend (Korean 
version). 
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Figure 5: Example of Facebook page with an Ad ‘Shared’ by Facebook Friend (English version). 
 
Figure 6: Example of Facebook page with an Ad ‘Shared’ by Facebook Friend (Korean version). 
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Measurement Instruments 
Using Likert scales and an agreement scale, the 53 questionnaire items covered 
the following five latent constructs (1) value, (2) self-concept clarity, and (3) impulsive 
buying tendency, (4) ad avoidance, and (5) attitude toward the brand. In this study, we 
used five dimensions of value including being well respected, a sense of belonging, 
excitement, sense of achievement, and warm relationship with others. Each dimension 
represented a feature of collectivism-individualism.     
Independent Variables 
Three independent variables were measured: impulsive buying tendency, self-
concept clarity, and value. The items were drawn from existing, validated indexed. First, 
impulsive buying tendency was measured using a 5-point scale, with a four-item scale 
derived from Weun, Jones and Beatty (1997). Each item was anchored by, “statement 
does not describe you at all” to “statement describes you very well” (higher numbers 
reflect more agreement) (M = 3.05, SD = 0.96; α =0.76). Second, self-concept clarity 
was measured with a twelve-item scale adopted from Campbell et al. (1996) (M = 2.99, 
standard deviation (SD) = 0.93; α = 0.93). Lastly, the questions for measuring values 
was an adaptation of Herche’s (1994) instruments, and consisted of five dimensions: (1) 
being well-respected (M = 6.48, SD = 2.04, α = 0.82) (2) sense of belonging (M=7.53, 
SD = 1.69, α = 0.76) (3) excitement (M = 5.56, SD = 2.00, α = 0.82) (4) warm 
relationships with others (M = 7.53, SD = 1.56, α  = 0.71) and (5) sense of 
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accomplishment (M=7.62, SD = 1.56, α = 0.89). As we previously reviewed, each 
dimension represents a feature of the collectivism-individualism dichotomy (M = 7.04 
SD = 0.81; α = 0.81). See Appendix for question wording and descriptive for all 
variables. All items wording used in the study are listed in Appendix.  
Dependent Variables 
Respondents indicated how likely they would avoid advertisements while online 
and how advertisement has an effect on their attitude toward the brand. The items were 
drawn from an existing, validated indexed. Internet ad avoidance was measured with a 
five-item scale (M = 3.18, SD =1.00; α =0.93) derived from Cho and Cheon (2004). 
Finally, attitude toward the brand was measured with a seven-item scale derived from 
Leclerc, Schmitt, and Dude (1994). All items used in this study were fitted into the 
context of each dimension (M = 5.94, SD = 1.11, α =0.90). To refine the measurement 
instruments, an initial version of the questionnaire was pretested with a convenience 
sample of 20 college students. Based on suggestions from the pretest respondents, the 
wording of two items for perceived personalization were found to be confusing and were 
adjusted to make them easier to understand. Otherwise, no major measurement problems 
emerged from the pretest.   
Common method variance (CMV) testing 
The current study was verified for common method variance (CMV), as the main 
data were collected using survey questionnaires and “experiment that can demonstrate 
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that the relationships observed between the variables are significant after controlling for 
method biases provide more compelling evidence than those who do not” (Podsakoff, 
MacKenzie, Lee, & Podsakoff, 2003). For all bivariate correlations, the effect of the 
smallest correlation needed to be removed due to the CMV effect. Correlations between 
variables are presented in Table 2 This is the correlation between “self-concept clarity” 
and “value” (| rs | = 0.19). However, for all existing significant effects at the 0.05 levels, 
the corresponding bivariate correlation coefficients remained statistically significant at p 
< 0.05 except for the correlation between self-concept clarity and value. Therefore, it is 
possible to conclude that the effects due to CMV are negligible in this study.  
Table 2. Correlations 
Variables IBT SCC V 
IBT 
 
.007 .019 
SCC .007 
 
.130 
V .019 .130 
 
Note: IBT = impulsive buying tendency; SCC = self-concept clarity; V = value. 
**, Correlation is significant at the 0.01 level. (p < 0.01) 
*,Correlation is significant at the 0.05 level. (p < 0.05) 
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Chapter 4. Data Analysis and Results 
 
To test our hypotheses, this study carried out a series of regression analyses. 
Finally, as an exploratory analysis, the hypotheses were tested through regression using 
both SPSS 21 and STATA 13.0. To test the hypotheses, two sets of regression analyses 
(one set for Korean students and one set for U.S. students) were conducted to examine 
each of the two criterion variables: (1) Internet ad avoidance (2) attitude toward the 
brand. In each analysis, the three independent variables were impulsive buying tendency, 
self-concept, and value.  
Ad Avoidance 
 Hypotheses 1, 2a, 2b, 2c, 2d, 2e, and 3 predicted the effect of impulsive buying 
tendency, self-concept clarity and value on online ad avoidance. To test the hypotheses, 
regression analysis was performed. These variables significantly predicted ad avoidance 
use for Korean students [F (10, 93)=14.55, p < 0.05, R2=0.61] and for American students 
[(F (10, 198) = 1.91, p < .05, R2 = 0.09)]. The regression results are summarized in Table 
3.1, respectively. The table shows the results of the analyses of ad avoidance for both 
Korean (n = 104) and American (n = 209) participants.  
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Table 3: Regression Analysis for variable predicting ad avoidance  
Predictors Korean American 
Value-well respected -.083 -.004 
Value-sense of belonging -.213 -.015 
Value-excitement .265* .032 
Value-warm relationship with other .060 -.160* 
Value-sense of accomplishment -.060 .133* 
Impulsive buying tendency .229* .118* 
Self-concept Clarity -.12 -.034 
Facebook Ad Sharing .492 .281 
Facebook Ad Commenting .550 .198 
Facebook Ad Liking .349 .263* 
* p < .05 (Unstandardized betas are used) 
 
The results indicate that some of the independent variables are significant 
predictors affecting ad avoidance for South Korean students. Significant predictors were 
value-excitement (β = 0.622, p < 0.05), and impulsive buying tendency (β = 0.154, p < 
0.05). Participants who scored higher on excitement and impulsive buying tendency were 
more likely to engage with avoiding advertisement. H1 and H2b were supported and the 
two research questions offer meaningful results. However, the dimensions of well-
respected, sense of belonging, warm relationship, sense of accomplishment, and self-
concept clarity were not significant predictors. H2a, H2c, H2d, H2e, and H3 were not 
supported. Also, a regression analysis of the embedded experiment indicates that there is 
no significance between ad avoidance and Facebook advertising as endorsed by 
Facebook friends. That is, Facebook advertising shared by Facebook friends, Facebook 
advertising commented by Facebook friends, and Facebook advertising liked by 
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Facebook friends were not significant predictors regarding avoiding the advertisement 
online.  
One of the independent variables, it can be seen, is positively and significantly 
correlated with the criterion for American students. A significant predictor is value of a 
warm relationship with others, value of a sense of accomplishment, and impulsive buying 
tendency. The U.S. participants who scored higher on value of a warm relationship with 
others were less likely to avoid advertisements. And, the U.S. students who scored higher 
on sense of accomplishment and impulsive buying tendency were likely to avoid ads on 
the Internet. H1, H2b, and H2e were supported. Being well-respected, value of 
excitement, a sense of belonging and self-concept clarity were not significant predictors. 
H2a, H2c, H2d, H3 were not supported. Also, regression analysis showed that there is a 
significant effect between ad avoidance and “liking” Facebook advertisements among the 
U.S. students. The U.S. participants who were shown a Facebook advertisement liked by 
friends were likely to score higher on ad avoidance level. Facebook ads commented on 
by Facebook friends and Facebook ads shared by Facebook friends were not significant 
predictors. 
Attitude Toward the Brand 
After analyzing the regression test of ad avoidance, we conducted regression 
analysis of attitude toward the brand. Table 3.2 demonstrates the results of the regression 
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analyses of attitude toward the brand for Korean participants (n = 104) and the U.S. 
participants (n = 213). Unstandarized betas were used in this table. 
Table 4: Regression Analysis of Attitude Toward the Ad  
Predictors Korean American 
Value-well respected -0.086 .124* 
Value-sense of belonging 0.300* .115 
Value-excitement 0.011 .100 
Value-warm relationship with other 0.109* -.012 
Value-sense of accomplishment 0.183 -.038 
Impulsive buying tendency 0.295 .049 
Self-concept Clarity -0.086 .095 
Facebook Ad Sharing .296 -.235 
Facebook Ad Commenting .406 -.151 
Facebook Ad Liking .010 -.389* 
* p < .05 (Unstandardized Betas were used) 
The table indicates that some of the dependent variables are significant predictors 
of affecting the attitude toward the advertising for South Korean students [(F (10, 93) = 
9.766, p < 0.05, R2 = 0.43)] and American students [(F = 2.89, p < 0.05, R2 = 0.13)]. As 
suggested in the regression Table 3.2, the sense of belonging dimension and warm 
relationship with others element were significant predictors for Korean participants 
(n=104). Korean participants who scored higher on valuing sense of belonging and a 
warm relationship with others were likely to have a positive attitude toward the 
advertisement. According to the embedded experiments, Facebook advertisements 
including Facebook ad shared by friends, Facebook ad liked by friends and Facebook ad 
commented by friends were not related to the attitude toward the brand. 
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The table shows the result of an analysis on attitude toward the ad for the U.S. 
students (n = 209). As can be seen, valuing well-respected variables is positively and 
significantly correlated with the criterion for American students. Also, a regression 
analysis shows the relationship between attitude toward brand and three types of 
Facebook endorsements given by Facebook friends. Facebook advertisements liked by 
Facebook friends were significant predictors. The U.S. participants who were exposed to 
a “liked’ Facebook advertising posting were less likely to be positive toward the brand 
itself. Whereas, a “shared” Facebook advertisement and a “commented” Facebook 
advertisement were not significant predictors. 
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Chapter 5. Discussion and Limitations 
Discussion 
We believe the current investigations make several theoretical and practical 
contributions to the Internet advertising avoidance literature. While extant academic 
research has sufficiently examined ad avoidance, few studies have looked at social media 
ad avoidance (Kelly, Kerr, & Drennan, 2010). And we believe no scholarly research has 
examined the relationship between cultural differences and online ad avoidance in the 
context of sports. Therefore, this study will provide guidance for analyzing the factors 
that influence ad avoidance in terms of Facebook users’ ad-avoiding behaviors. 
The objective of this study was to provide insight into Internet ad avoidance 
(IAA) and attitude toward brand (AB) regarding social media advertisement and to test 
the interrelationship between three latent variables -- impulsive buying tendency, value, 
and self-concept clarity -- based on the cultural notion of individualism-collectivism. In 
pursuing that goal, the study analyzed a hypothesized model of ad avoidance and attitude 
toward brand. Cultural differences (collectivism-individualism) were found to be related 
to the consumer perception of social media ads amongst Korean and American 
participants and thus could affect ad avoidance and attitude toward brand. Finally, we 
offer implications for the use of social media advertisements and identification of factors 
that make customers respond to the ad and the brand negatively. 
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Key findings 
The findings demonstrated that Korean consumers who value excitement or tend 
to purchase impulsively, will not be receptive to Facebook advertising. Also, Korean 
consumers will be likely to generate a positive attitude toward the brand if they sense 
belonging or a warm relationship with other people. However, the result of the embedded 
experiment showed that all three forms of Facebook ads – liking, sharing, and 
commenting – were not effective for Korean participants in either creating a positive 
attitude toward the brand or avoiding the advertisement itself. On the other hand, we 
found that the U.S. consumers who care about having a warm relationship with other 
people, value accomplishment, or tend to buy something impulsively, will be likely to 
avoid online advertising. And, the U.S. consumers who care about respect will have a 
positive attitude toward the brand. That is, the more the Facebook user is respected, the 
more positive attitude they are likely to have toward the brand. That is, this demonstrates 
that well-intended efforts to respect consumer preferences and give them power over their 
digital experience will be helpful for online marketers to entice consumers away from 
disliking the brand. Also, the result of the embedded experiment indicated that a 
Facebook advertisement ‘liked’ by Facebook friends was effective for the U.S. 
participants to avoid the advertisement and create a negative attitude toward the brand. 
That is, in this research, the type of Facebook ads that are endorsed by friends – liking, 
sharing, and commenting -- did affect these effects on ad avoidance and attitude toward 
the brand. The differences in response based on advertising types could be good news for 
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marketers who are interested in using social media advertisements to create effective 
online buzz. Advertisers and marketers need to ponder when they use a Facebook ‘liking’ 
ad. Of course, it is not clear whether this can be accomplished with ad content that lack 
any personal interest and future studies should examine whether different Facebook ad 
types would be effective for diverse ad content with personal relevance or not. Therefore, 
future studies should examine the impact of personal relevance in terms of collectivism 
and individualism. 
Theoretical Contributions 
The findings of the research run counter to what some theories related to 
collectivism and individualism would predict, and what some studies have found 
empirically. Traditional thinking is that individuals who are in a collectivistic society, 
Korea in particular, are more likely to make decisions based on their in-group opinions 
based on strong emotional bonds and emphasize responsibility and harmony with others 
rather than personal values such as accomplishment, achievement, and recognition 
(Hofstede, 1984; McCarty & Hattwick, 1992; Kashima et al., 1995; Rhee, Uleman & 
Lee; 1996). Recent approaches predict that collectivistic cultural elements may be sliding 
toward individualism and those in a collectivistic culture experience strong pressure to 
adopt more individualistic cultural values, as the Korean society has grown very complex 
(Park & Kim, 2006; Cho, Mallinchrodt & Yune, 2010). In this research, the findings 
demonstrate this conflict between two cultural notions – individualism and collectivism 
in South Korea. More specifically, participants from South Korea showed that the key 
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variables for increasing ad avoidance were excitement and impulsive buying tendency. It 
is interesting to note that South Korea respondents care about individualistic cultural 
elements. This finding could be critical for those who are interested in promoting or 
advertising online in Asia markets.  
Based on our study, in an online ad avoidance context, it is also recommended for 
future studies to examine how technology adaptation affects collectivism. According to 
Dholakia (2006), South Koreans have high levels of technological adaptation for both 
genders. Also, general Internet usage is the highest in South Korea (males = 15.9 hours 
per week, females = 12.1 per week) in comparison with the U.S. (males = 13.1 females = 
10.1 hours per week). Therefore, the active technology adaptation in South Korea could 
lead Koreans to adopt social media skillfully and accept individualistic cultural notions. It 
is not clear why we observe this phenomenon, but one possibility is that high technology 
adaptation could make people experience western culture through the Internet, so people 
in a collectivistic society would accept individualistic notions naturally.  
Implications 
This study is one of the first attempts to examine how cultural differences 
(collectivism and individualism) drive consumers’ defensive reactions to social media 
advertisements. Consequently, the findings from this study have some important real-
world implications for how marketers and advertisers use social media advertisements.  
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Our findings tells us that understanding consumers’ cultural differences may ease 
the tendency of negative reactions toward the ad. We recommend that social media ad 
providers offer better targeting information based on target audiences’ cultural 
background in order to resolve avoidance and build a positive attitude towards a brand. 
To reach the desired target audiences and optimize the efficiency of the ad messages, 
Internet advertisers have already used diverse screening techniques. Social media has 
been a suitable outlet to find their desired target audiences because users provide their 
personal information online such as age, gender, education level, nationality, and so 
forth. Of course, this effort may be useless for some people who just do not want to feel 
like they are targeted. Advertisers make the matter worse through poor targeting and 
uninteresting messages. By far, one of the biggest problems with social media ads that 
has been pointed out is advertising is placed with irrelevant messages regardless of users’ 
perception about Facebook. The users believe Facebook is a “friends space” (Kelly, Kerr, 
& Drennan, 2010). Our findings suggest how advertisers place an ad subtly and how the 
avoidance reaction towards the ad can be eased on social networking sites. More 
significantly, our findings reveal that key drivers, which increase the degree of the 
advertising avoidance, were varied among Korean participants and American 
participants. For example, in the context of the value dimensions to key outcomes like 
‘warm relationship with other people’, and ‘sense of belonging’ for Korean consumers, 
advertisers need to maintain consumers’ connection between online and offline domains 
in the ad content to develop Korean consumers’ continual attention for clicking ads on 
social media. For Korean consumers, we recommend that a heart touching ad message 
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including signals of affection or intimacy may help achieve this goal. Especially, it is 
helpful to understand the term of “jeong” which is the uniquely Korean culture-specific 
emotions of kinship, love and affection to both each other and objects. Also, as the result 
indicates that excitement and impulsive buying tendency are positively related to the ad 
avoidance, advertisers may consider how advertising execution would work for Korean 
consumers. Besides, this research offers a potential new method to approach American 
target audiences through social media. More specifically, as this research demonstrates 
that U.S. participants who value the ‘well respected’ dimension are likely to have a 
positive attitude toward the brand, the advertising message should respect consumers’ 
preferences. According to Perkins and Forehand (2012), “Consumers are increasingly 
comfortable posting a wealth of personal information online, and such digital 
extroversion certainly creates opportunities for marketers to effectively target and embed 
their appeals,” 
Limitations and Future Research 
Of course, some limitations of this study should be noted. Because this research is 
exploratory in nature, there are some limitations that should be considered that may affect 
the generalization of the findings. First, we should have identified consumer 
characteristics that would influence ad response. The first set of concerns relates to 
sampling. The first is the use of a sample of college students. Although care was taken in 
the design of experiments, including selection of ad stimuli to suit the student audiences, 
college students cannot represent the general population because they may exhibit 
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different behavioral patterns while online, than those of other segments. However, the 
reasons that we selected college student samples are (1) they are one of the largest 
Internet user segments and (2) they have acted as opinion leaders about Internet content, 
and thus, (3) have been a lucrative consumer group for online marketers (Davis, 1999). 
Furthermore, studying college students enables researchers to gauge future trends and 
consumer behaviors. Second, we used only one low involvement category (brand image 
ad; e.g., Nike football). While football has quite relevant to customers’ interests, it is 
quite different from ad content such as a product sales promotion ad or celebrity 
endorsement ad. For instance, if people need to purchase the product from the specific 
advertisement, avoidance level and attitude toward the brand will be different. Further, 
This research only selected one social media platform, Facebook. Even if the selection of 
the social media platform was based on consumers’ general social networking usage 
patterns and preferences, results from the study might not have the needed 
generalizability. Thus, future research should examine how different SNS platforms (e.g., 
Twitter, Instagram, Google+) affect consumers’ responses to social media 
advertisements. Third, in this research, consumers’ attitude toward Facebook ads was 
measured by adapting the concept of recognition (Hsieh and Chen 2011), which might 
not be able to reflect consumers’ actual Facebook activity. Thus, further study could 
explore using more adequate methods and design virtual Facebook pages to make 
participants concentrate on the experiment and deepen understanding of consumer’s 
attitude toward SNS ads.  
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In terms of future lines of investigation, we recommend investigating the 
development of sample scopes that could reflect the cultural differences (collectivism-
individualism) and ad contents among different constructs, as well as ad avoidance in 
detail. Specifically, future study should seek to understand how ad avoidance might 
change according to the type of media used in sports advertising. The patterns may be 
different.  
Conclusion 
Overall, the study of ad avoidance provides implications for advertisers and 
marketers who are interested in utilizing social media sites. It is hoped that this study will 
stimulate further research on ad avoidance on social media and its connections to cultural 
differences. All of the results reinforce the importance of sports’ professionals and 
marketers’ understanding of the issue. They should ask: Why do people still avoid 
advertisements online? 
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Appendices 
 
Appendix 1. In-depth interview Protocol 
 
Interview will be conducted semi-structured interviews with open-ended questions. 
Interviewee will be re-confirmed permission to record, confidentiality and transcript to be 
provided. Interview will consist of three parts: (1) Background Information Questions, 
(2) A broad request to, “tell me about your social media usage / recent shopping 
experiences, and (3) Follow-up questions and proves that will be used to understand the 
reasons and ways in which features impact their social media experience / consumption 
behavior / the attitude toward ads. 
 
Probe for  
o Social media adaptation 
o Consumption behavior 
o Attitude toward social media advertising 
 
Goals Sample Question 
Social media 
adaptation 
1. How did you firstly get involved in online social media (Facebook, twitter, 
etc) ? 
2. Please describe overall experience of the social media. 
3. How did the social media affect your life? 
4. How do you think the social media affect your friends’ life? 
Attitude toward 
social media 
advertising  
5. Have you ever seen any social media advertisements?  
6. How do you feel about when you see the advertising on Facebook? 
7. Have you clicked any social media ads? What makes you do so?  
Consumption 
behavior – 
Impulsiveness vs. 
Compulsiveness 
8. Tell me your most recent shopping experience. 
9. How important do you collect the sales information before you place an 
order? 
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Appendix 2. Survey Protocol 
 
Respondents will be asked to complete a 30-item survey with a Facebook page with an ad 
that is either endorsed by a friend or not endorsed by a friend. This will include 8 items 
measuring advertising avoidance, 7 items measuring attitude toward the brand, 4 items 
measuring impulsive consumption behavior, 21 items measuring value, and 12 items 
measuring self-perception. 5 demographic items are also included. 
 
Survey Measurement Scales 
 
Scale items Ranges 
Self-concept Clarity 
(Cambell et al, 
1996) 
1. My beliefs about myself often conflict with one 
another.* 
2. On one day I might have one opinion of myself and 
on another day I might have a different opinion.* 
3. I spend a lot of time wondering about what kind of 
person I really am. * 
4. Sometimes I feel that I am not really the person that 
I appear to be. * 
5. When I think about the kind of person I have been 
in the past, I'm not sure what I was really like.* 
6. I seldom experience conflict between the different 
aspects of my personality.  
7. Sometimes i think I know other people better than I 
know myself.* 
8. My beliefs about myself seem to change very 
frequently.* 
9. If I were asked to describe my personality, my 
description might end up being different from one 
day to another day.* 
10. Even if I wanted to, I don't think I would tell 
someone what I'm really like.* 
11. In general, I have a clear sense of who I am and 
what I am.   
12. It is often hard for me to make up my mind about 
things because I don't really know what I want.* 
5-point likert 
scale ranging 
from 1(strongly 
disagree) to 
5(strongly 
agree) 
 
*	   	  
NOTE.	  items 1 
through 5, 7 
through 10 and 
12 require 
reverse scoring	  
Implusiveness: 
Impulsive Buying 
Tendency (Weun, 
Jones, & beatty, 
1. When I go shopping, I buy things that I had not 
intended to purchase. 
2. I am a person who makes unplanned purchases. 
3. It is fun to buy spontaneously. 
5-point likert 
scales ranging 
fromItems 0 
(statement does 
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1997) 
 
4. I avoid buying things that are not on my shopping 
list.* 
not describe 
you at all) to 4 
(Statement 
describes you 
very well) 
Multi-item Measures 
of Values: MILOV 
(Herche, 1994) 
 
Being Well-Respected Dimension 
1. I strive to retain a high status among my friends.  
2. I am easily hurt by what others say about me.  
3. The opinions of others are important to me I care 
what others think of me.  
Sense of Belonging Dimension 
1. I play an important role in my family.  
2. I need to feel there is a place that I can call 
"home." I feel appreciated and needed by my 
closest relatives and friends.  
3. Being a part of the lives of those with whom I am 
close is a high priority for me.  
Warm Relationships With Others Dimension  
1. I often commend others on their efforts, even when 
they fail.  
2. I make a point of reassuring others that their 
presence is welcomed and appreciated.  
3. I try to be as open and genuine as possible with 
others.  
4. Without my close friends, my life would be much 
less meaningful.  
5. I value warm relationships with my family and 
friends highly.  
6. When those who are close to me are in pain, I hurt 
too.  
A Sense of Accomplishment Dimension 
1. I need to feel a sense of accomplishment from my 
job.  
2. I am disappointed when I am unable to see a 
project through to the end.  
3. "Getting things done" is always high on my "to-
do" list.  
4. Feedback on my job performance is very 
important. 
9 points likert 
scale 
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5. I tend to set and strive to reach my goals.	  
Internet Ad 
Avoidance (Cho & 
Cheon, 2004) 
1. I intentionally ignore any ads on the web. 
2. I intentionally don’t put my eyes on any ads on the 
web. 
3. I intentionally don’t click on any ads on the Web, 
even if the ads draw my attention. 
4. I hate any ads on the Web. 
5. It would be better if there were no ads on the Web. 
6. I scroll down Web pages to avoid banner ads. 
7. I do any action to avoid ads on the Web.  
8. I click away from the page if it displays ads 
without other contents. 
 
 
Attitude toward the 
Brand (Leclerc, 
Schmitt & Dube, 
1994) 
1. This is a bad brand/This is a good brand 
2. I dislike the brand/I like the brand 
3. I feel negative toward the brand/I feel positive 
toward the brand 
4. The brand is awful/The brand is nice 
5. The brand is unpleasant/The brand is pleasant  
6. The brand is unattractive/The brand is attractive  
7. I disapprove of the brand/I approve of the brand 
“agreement” 
scales 
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Appendix 3. Descriptive statistics for Self-concept clarity scale items (α  = 0.93) 
Item M SD 
My beliefs about myself often conflict with one another.* 2.91 1.21 
On one day I might have one opinion of myself and on another day I 
might have a different opinion.* 
2.59 1.21 
I spend a lot of time wondering about what kind of person I really am. * 2.57 1.24 
Sometimes I feel that I am not really the person that I appear to be. * 2.73 1.29 
When I think about the kind of person I have been in the past, I am not 
sure what I was really like. 
2.92 1.28 
I seldom experience conflict between the different aspects of my 
personality.  
2.76 1.22 
Sometimes I think I know other people better than I know myself.* 3.09 1.34 
My beliefs about myself seem to change very frequently.* 3.14 1.30 
If I were asked to describe my personality, my description might end up 
being different from one day to another day.* 
3.23 1.29 
Even if I wanted to, I don't think I would tell someone what I'm really 
like.* 
3.33 1.28 
In general, I have a clear sense of who I am and what I am.   3.35 1.24 
It is often hard for me to make up my mind about things because I don't 
really know what I want.* 
2.69 1.32 
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Appendix 4. Descriptive statistics for impulsive buying tendency scale items (α  = 
0.89) 
Item M  SD 
When I go shopping, I buy things that I had not intended to purchase. 2.96  1.24 
I am a person who makes unplanned purchases. 2.87  1.29 
It is fun to buy spontaneously. 3.04  1.37 
I avoid buying things that are not on my shopping list.* 3.19  1.25 
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Appendix 5. Descriptive statistics for Value scale items (α  = 0.81) 
Item M SD 
Being Well-Respected Dimension (α = .82)    
I strive to retain a high status among my friends.  6.79 1.96 
I am easily hurt by what others say about me. 5.89 2.39 
The opinions of others are important to me 6.58 1.88 
I care what others think of me.  6.65 1.91 
Sense of Belonging Dimension (α = .76)   
I play an important role in my family. 7.31 1.74 
I need to feel there is a place that I can call "home." 7.60 1.83 
I feel appreciated and needed by my closest relatives and friends. 7.56 1.59 
Being a part of the lives of those with whom I am close is a high 
priority for me. 
7.64 1.60 
Warm Relationships With Others Dimension (α = .71)   
I often commend others on their efforts, even when they fail. 7.10 1.61 
I make a point of reassuring others that their presence is 
welcomed and appreciated. 
7.44 1.50 
I try to be as open and genuine as possible with others. 7.61 1.48 
Without my close friends, my life would be much less 
meaningful. 
7.45 1.80 
I value warm relationships with my family and friends highly. 8.15 1.22 
When those who are close to me are in pain, I hurt too. 7.41 1.74 
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A Sense of Accomplishment Dimension (α = .89)   
I need to feel a sense of accomplishment from my job. 7.84 1.45 
I am disappointed when I am unable to see a project through to 
the end. 
7.50 1.63 
"Getting things done" is always high on my "to-do" list. 7.43 1.74 
Feedback on my job performance is very important. 7.55 1.55 
I tend to set and strive to reach my goals. 7.77 1.42 
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Appendix 6. Descriptive statistics for Internet ad avoidance scale items (α =.93) 
Item M SD 
I intentionally ignore any ads on the web. 3.23 1.20 
I intentionally don’t put my eyes on any ads on the web. 3.02 1.19 
I intentionally don’t click on any ads on the Web, even if the ads draw my 
attention. 
3.42 1.34 
I hate any ads on the Web. 2.97 1.22 
It would be better if there were no ads on the Web. 3.01 1.27 
I do any action to avoid ads on the Web.  2.92 1.17 
I click away from the page if it displays ads without other.  3.47 1.32 
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Appendix 7. Descriptive statistics for attitude toward the brand scale items (α =.97) 
Item M SD 
This is a bad brand/This is a good brand 5.92 1.20 
I dislike the brand/I like the brand 5.86 1.34 
I feel negative toward the brand/I feel positive toward the brand 5.86 1.29 
The brand is awful/The brand is nice 5.90 1.20 
The brand is unpleasant/The brand is pleasant  5.85 1.28 
The brand is unattractive/The brand is attractive  5.87 1.31 
I disapprove of the brand/I approve of the brand 5.95 1.29 
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